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 TTRA 2019 Extended Abstract:   
User Segmentation Based on Perceived Richness of Consumer-Generated Media  
Introduction 
The mounting popularity of travel-related user-generated content platforms such as TripAdvisor 
has garnered significant research attention to consumer-generated media (CGM). Researchers have 
examined how users assess the content of reviews – cues, sentiments, rhetorical strategies, 
argument quality, etc. (e.g., Bridges & Vásquez, 2018; Hernández-Ortega, 2018; Shin, Du & Xiang, 
2019). Others have investigated individuals’ motivations for generating (or posting) content as 
well as for using the CGM content (Belarmino & Koh, 2018; Wu & Pearce, 2014; Yuan, Lin, & 
Zhuo, 2016).  Most studies have however focused on technology adoption perspectives and 
explored usage antecedents (e.g., Ayeh, Au & Law, 2013a; Ayeh, 2015), patterns (e.g., Gretzel, 
Yoo, & Purifoy, 2007) and impacts (e.g., Ye, Law, & Gu, 2009; Ye, Law, Gu, & Chen, 2011) with 
less attention on media communication perspective. The few studies in this regard have 
predominantly centred on source credibility (e.g., Ayeh, Au & Law, 2013b) and trust (e.g., Sparks 
& Browning, 2011; Filieri, 2015) due to rising concerns about fake reviews. Nonetheless, one of 
the most prominent (but also, well contested) theories of communication media preferences and 
usage is the Media Richness Theory (MRT; Daft & Lengel, 1984, 1986; Daft, Lengel & Trevino, 
1987). Also known as Information Richness Theory, the media richness theory has kindled much 
research on media selection and yet has received limited attention in the context of consumer-
generated media, despite being concerned with determining the most appropriate communication 
medium for reducing uncertainty and resolving equivocality (Daft et al., 1987).  
As El-Shinnawy and Markus (1997) observed, distinct differences exist among traditional media 
and the new media with regards to their ability to support the four elements of the richness 
construct (i.e. capacity for immediate feedback, ability to convey multiple types of cues, language 
variety and personal focus). Nonetheless, individuals’ perceptions of how ‘rich’ a medium is might 
still influence their choice of the medium for specific tasks. Giving the growing use of TripAdvisor 
for the task of travel planning, it is thus important to assess how travel consumers perceive the 
‘richness’ of this medium. This study therefore investigates the potential role of media richness 
theory in explaining CGM usage by segmenting travel consumers based on their perceived media 
richness of TripAdvisor and profiling them to improve our understanding of their conative 
responses to CGM. 
Literature Review 
The media richness theory was developed and tested through a comparison of traditional media, 
specifically, face-to-face, telephone, written addressed documents and written unaddressed 
documents. Later, it was extended to include electronic mail. Several studies offer empirical 
evidence in support of the ability of MRT to account for differences in the way individuals choose 
among traditional media and between traditional media and new media (Daft et al., 1987; El-
Shinnawy & Markus, 1997). Nonetheless, the view that MRT applies equally well to choices 
among new media is a highly contentious one (El-Shinnawy & Markus, 1997). Findings in this 
regard are mixed. For example, studies by Suh (1999), Dennis and Kinney (1998) and El-Shinnawy 
and Markus (1997) which examined individuals’ choice of new media could not establish support 
for the MRT. The theory’s failure to explain people’s media choices in the context of the new 
 media has been attributed to the way the concept has been conceptualized and measured.  El-
Shinnawy and Markus (1997) assert that even if media richness is an important determinant of 
people’s media choices, the ways in which the concept has been operationalized in the context of 
traditional media may be inapplicable or inappropriate for the new media. Apparently, the theory 
does not consider the full range of new media functionalities and the new relationships among 
users and between users and the technologies emerging from the current new media environment 
of Web 2.0. 
 Methodology 
This study developed a new scale to measure the perception of respondents regarding the richness 
of CGM websites. The measurement items were generated in consideration of Daft and Lengel’s 
(1984) specification of how media vary in their capability to (1) provide feedback; (2) support 
multiple cues; (3) allow for variety in language use; and (4) support personal focus – that is, the 
degree to which a medium enables participants to express their feelings. In addition, item 
development was informed by Dennis and Kinney (1998) and Papathanassis and Knolle (2010) as 
well as the nature of the medium offered by social media. Fourteen items were initially proposed 
for this scale. Based on the expert panel review, the scale was subsequently reduced to eight 
measurement items. 
Data were collected using a Web-based survey of American travel consumers. Respondents were 
recruited through an online panel research company. From a data quality perspective, steps were 
taken to ensure that only sample members who have taken a leisure trip in the 12 months preceding 
the survey and who used the Internet for travel information search could access the survey. 
Additionally, each respondent could complete the survey only once. After data screening, 524 
valid responses remained for the analysis. 
Following the recommendations of Dolnicar (2008), the study employed the segmentation 
approach involving a direct clustering of original scores. This approach has been lauded by prior 
research as delivering more accurate or detailed segmentation owing to its ability to preserve more 
of the original data (Sheppard, 1996; Prayag & Hosany, 2014).  SPSS software (version 24) was 
used to conduct the analyses. 
Results 
This study employs indicators of perceived media richness to identify meaningful segments among 
travel consumers with regards to their perception of the media richness of TripAdvisor’s CGM 
platform. The data analysis process involved three key stages: (1) clustering travel consumers into 
homogenous groups based on the raw scores of the perceived media richness indicators (2) 
validating the cluster solution, and (3) profiling the resultant clusters against relevant variables.  
Analyses reveal three clusters which differentiate travel consumers by the degree of their perceived 
media richness of the TripAdvisor platform. To validate the structure of the cluster solution, it was 
vital to conduct statistical comparison with a theoretically relevant variable which was not included 
in the segmentation process (Prayag and Hosany, 2014). Hence, travellers’ willingness to utilize 
the CGM platform for future trip planning was used to establish the external validity of the cluster 
solution.  
 A profile of the cluster solution was necessary to improve our understanding of the resultant 
segments. Each cluster was cross-tabulated with respondents’ characteristics, past experience with 
the CGM platform and attitudes. Chi-square test revealed significant differences among the 
clusters. The three segments differ by respondents’ prior experience with TripAdvisor as well as 
by their attitudes and willingness to employ TripAdvisor for future travel planning. 
Discussion and Conclusion  
Among others, the findings advance our understanding of the media richness theory in the context 
of consumer generated media. The study represents a valuable contribution to the scant literature 
on media richness in the new media environment. Given the need to improve customer engagement 
in an era of customer-to-customer interactions, the findings throw light on the potential role of 
perceived media richness which has often been ignored in CGM research. The measurement index 
could as well serve as a basis for future research in this field. Some practical implications can also 
be drawn from the study. CGM platforms like TripAdvisor have been a significant success in the 
21st Century. Nonetheless, system designers could focus on improving platform capabilities based 
on an adaptation of the four elements to augment the experience of end users. The resultant 
segments also have marketing implications. 
The study is not without limitations. The empirical findings are limited by the nature of the 
TripAdvisor and may not necessarily apply to other types of C-2-C platforms as each has its unique 
mode of engagement among users. Generalisability of findings may also be challenged by the 
ephemeral nature of the technical features of CGM platforms. 
  
 References   
Ayeh, J. K. (2015). Travellers’ acceptance of consumer-generated media: An integrated model of 
Technology Acceptance and Source Credibility Theories. Computers in Human Behaviour, 
48, 173-180. 
Ayeh, J. K., Au, N., & Law, R. (2013a). Predicting the intention to use consumer-generated media 
for travel planning. Tourism Management, 35, 132-143.  
Ayeh, J. K., Au, N., & Law, R. (2013b). ‘Do we believe in TripAdvisor?’ Examining credibility 
perceptions and online travellers’ attitudes toward using user-generated content. Journal 
of Travel Research, 52(4), 437-452. 
Belarmino, A. M., & Koh, Y. (2018). How E-WOM motivations vary by hotel review website. 
International Journal of Contemporary Hospitality Management, 30 (8), 2730-2751. 
Bridges, J. & Vásquez, C. (2018). If nearly all Airbnb reviews are positive, does that make them 
meaningless? Current Issues in Tourism, 21(18), 2057-2075 
Daft, R. L., & Lengel, R. H. (1984). Information richness: A new approach to managerial behavior 
and organization design. In B. M. Staw & L. L. Cummings (Eds.), Research in 
organizational behavior (Vol. 6, pp. 191-233). Greenwich, CT: JAI Press. 
Daft, R. L., & Lengel, R. H. (1986). Organizational information requirements, media richness, and 
structural determinants. Management Science, 32, 554-571. 
Daft, R.L., Lengel, R.H., Trevino, L. (1987). Message equivocality, media selection, and manager 
performance. MIS Quarterly, 11(3), 355–366. 
Dennis, A. R., & Kinney, S. T. (1998). Testing media richness theory in the new media: The effect 
of cues, feedback and task equivocality. Information Systems Research, 9(May), 30-33. 
Dolnicar, S. (2008). Market segmentation in tourism. In Woodside, A. and Martin, D. (Eds.), 
Tourism management, analysis, behavior and strategy, CABI, Cambridge, pp. 129-150. 
El-Shinnawy, M., & Markus, M. L. (1997). The poverty of media richness theory: Explaining 
people's choice of electronic mail vs. voice-mail. International Journal of Human-
Computer Studies, 46, 443-467. 
Filieri, R. (2015). Why do travelers trust TripAdvisor? Antecedents of trust towards consumer-
generated media and its influence on recommendation adoption and word of mouth. 
Tourism Management, 51, 174-185. 
Gretzel, U., Yoo, K. Y., & Purifoy, M. (2007). Online Travel Reviews Study: Role & Impact of 
Online Travel Reviews. Laboratory for Intelligent Systems in Tourism, Texas A&M 
University. Retrieved December 1, 2009, from 
http://www.tripadvisor.com/pdfs/OnlineTravelReviewReport.pdf 
Hernández-Ortega, B. (2018). Don’t believe strangers: Online consumer reviews and the role of 
social psychological distance. Information & Management, 55(1), 31-50. 
Papathanassis, A., & Knolle, F. (2010). Exploring the adoption and processing of online holiday 
reviews: A grounded theory approach. Tourism Management, 32(2), 215-224. 
 Prayag, G. & Hosany, S. (2014). When Middle East meets West: Understanding the motives and 
perceptions of young tourists from United Arab Emirates. Tourism Management, 40, 35-
45. 
Sheppard, A. G. (1996). The sequence of factor analysis and cluster analysis: Differences in 
segmentation and dimensionality through the use of raw and factor scores. Tourism 
Analysis, 1, 49-57. 
Shin S., Du Q., Xiang Z. (2019). What’s Vs. How’s in Online Hotel Reviews: Comparing 
Information Value of Content and Writing Style with Machine Learning. In: Pesonen J., 
Neidhardt J. (eds) Information and Communication Technologies in Tourism 2019 (pp 321-
332). Springer, Cham. 
Sparks, B. A., & Browning, V. (2011). The impact of online reviews on hotel booking intentions 
and perception of trust. Tourism Management, 32(6), 1310-1323. 
Suh, K. S. (1999). Impact of communication medium on task performance and satisfaction: An 
examination of media-richness theory. Information Management, 35(5), 295 - 312. 
Wu, M.-Y., & Pearce, P. L. (2016). Tourism Blogging Motivations: Why Do Chinese Tourists 
Create Little “Lonely Planets”? Journal of Travel Research, 55(4), 537–549. 
Ye, Q., Law, R., & Gu, B. (2009). The impact of online user reviews on hotel room sales. 
International Journal of Hospitality Management, 28(1), 180-182. 
Ye, Q., Law, R., Gu, B., & Chen, W. (2011). The influence of user-generated content on traveler 
behavior: An empirical investigation on the effects of e-word-of-mouth to hotel online 
bookings. Computers in Human Behavior, 27(2), 634–639. 
Yuan, D., Lin, Z. & Zhuo, R. (2016). What drives consumer knowledge sharing in online travel 
communities? Personal attributes or e-service factors? Computers in Human Behavior, 63, 
68-74. 
 
